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ABSTRACT 
Hong Kong is the fifth largest cognac market in the world 
with the highest per capita consumption. The position can 
easily move forward when value of goods are taken into 
consideration as over ninety per cent of cognac consumed here 
were of higher quality. The market is also important in the 
sense that it is the trend setter in the region which is 
receiving greater attention from all cognac producers. 
Huge advertising and promotion monies are spent every 
year behind numerous brands in this highly competitive 
market. To plan a successful marketing campaign requires a 
good understanding of consumers‘ behaviour. 
A study was therefore conducted in this market with an 
aim to find out consumers‘ behaviour and their attitudes 
towards different packaging and advertising. 
In depth interviews were carried out with twenty regular 
drinkers using a topic guide (Appendix 1)• The data were then 
gathered and grouped accordingly to show consumption patterns, 
preference towards packaging and advertising. 
The results suggested that consumers are quite 
knowledgeable on the products in terms of product segmentation 
and advertising recall. It further suggested that consumers 
tend to segment the product into three different classes which 
is important for positioning of a product. 
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The three classes are: 
X.O - which symbolises extra old and is 
considered to be the cognac with highest 
quality. The minimum age requirement is 
twenty years but it is normally far 
exceeded by products from leading cognac 
houses. This segment can be best 
represented by Hennessy X.O. 
Super VSOP - A special grade of cognac which occupies 
the position between X.O and VSOP (see 
below) although there is no official age 
requirement for this category. F.O.V. is 
the best example for this category. 
VSOP - "Very special old pale" The minimum age 
requirement is six years and is considered 
as a good quality cognac. There are many 
brands in the market within this category. 
V.S - "Very Special". The minimum age 
requirement is three years and is 
considered to be the lowest quality-
available from the cognac region. 
Consumers now prefer clear glass bottles rather than 
green frosted bottles which had been considered prestigious in 
the past. Big bottles are normally prefered over smaller 
sizes because of face reason as they think it is not good 
enough to entertain their friends with a small bottle. 
« • 
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Moreover, they do not want to be seen as alcoholics by 
drinking from smaller bottles. Consumers look at different 
brands very differently because of their packaging and 
advertising campaign. It is therefore vital that marketers 
have to observe the needs of consumers before they formalise 
their marketing plans. 
_ • 蠢 - I l l -
TABLE OF CONTENTS 
ABSTRACT i 
TABLE OF CONTENTS iv 
LIST OF TABLES vii 
PREFACE viii 
CHAPTER 
I. INTRODUCTION AND RESEARCH OBJECTIVES 1 
II. THE COGNAC MARKET IN HONG KONG 
The Product 4 
The Market - 5 
The Packaging 7 
The Advertising 7 
Summary 1 0 
III. METHODOLOGY 
Research technique 1 1 
The interviewer 12 
The sample 12 
Measures taken before/during interview 15 
The interview guide 16 
一 iv -
IV. DATA AND FINDINGS 
Drinking and purchasing behavious 18 
Brand perception and image 31 
Attitude towards dark frosted and clear bottles .... 53 
Attitude towards advertising 56 





Qualitative Research of Cognac Market 
Interview Guide 83 
APPENDIX 2 
Bisquit Prestige 87 
APPENDIX 3 
Courbet X.O 88 
APPENDIX 4 




Hennessy VSOP 91 
APPENDIX 7 
Martell VSOP 92 
APPENDIX 8 
Remy Martin VSOP 93 
一 V -
APPENDIX 9 
Club de Remy 94 
APPENDIX 10 
Courvoisier X.O 95 
APPENDIX 11 
Hennessy X.O 96 
APPENDIX 12 
Martell Cordon Bleu 97 
APPENDIX 13 
Martell X.O 98 
APPENDIX 14 
Remy Martin X.O 99 
BIBLIOGRAPHY 100 
一 vi -
LIST OF TABLES 
Table 
1.1 Hong Kong Government Duty Paid Statistics 
1989 2 
3.1 Respondents' Age and Frequency of Drinking 14 
一 vii -
PREFACE 
A sum of HK$17,876 million^ was used to advertise 
consumer products in Hong Kong in 1989. This figure has grown 
consistently over the past few years and is likely to continue 
its trend without any unforeseeable circumstances. 
The expenditures on cognac alone accounts for three 
percent^ of the annual total. Huge amounts of money were 
pumped into different kinds of media with an aim to 
establishing a unique brand positioning and image by marketers. 
Leaving behind the intrinsic product differences among 
brands which were shown to have small effect^. The key 
differences are perceived image, value, quality and status.3 
1 Source: Hong Kong Media Research Indexes (1985-1989)• 
From Hong Kong Media Research Limited. 
2 Ibid, 
3 Poon, Kai-Tik A study of the Perecptions of brandies 
Held by the consumers of the Six Major Honcf Kong Brand 
An Example of the use of the Multidimensional Scaling 
Technique in Marketing Research. (C.U.H.K. 1982) 
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Therefore, it is essential for Cognac marketers to create 
a unique brand positioning and prestigious product image for 
its product to compete in this rather homogeneous market. 
This study will provide an insight into the cognac market 
from consumers‘ viewpoint and future marketing strategies can 
then be directed towards consumers‘ expectations. 
The researcher wishes to express his sincere gratitude to 
his faculty advisor. Dr. N.G. Nwokoye, who has given him 
invaluable advice, guidance and comments during the study. 
Special thanks are to be extended to the helpful interviewees 
and to a number of friends and colleague for their valuable 
suggestions and comments on the design of the questionnaire. 
Last but not the least, the researcher wishes to thank Miss 




The wines and spirits trade occupies an important role in 
the consumer product market. The wholesale value of the 
market was estimated to be in excess of HK$1,2 05 millionl. In 
addition, a significant amount of money was spent into media 
advertising and below the line activities every year by 
competitors. Total media spending of brandy alone reached 
HK$134 million^. There are no official statistics on 
below—the—line expenditures but are estimated to be not less 
than HK$30,000,000. 
Total volume of wines and spirits duty paid in 1989 was 
950934 standard cases^ (8.4 litres per case) and was separated 
into the following categories: 
1 According to a market analysis done by a leading wines 
and spirits distributor. 
2 Source: Hong Kong Media Research Indexes 
3 Source: Hong Kong Government Duty Paid Statistic 
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TABLE 1.1 
HONG KONG GOVERNMENT DUTY PAID STATISTICS 1989 
Product type Standard Cases Percentage 
Brandy 382961 40% 
Whisky 79057 8% 
Gin 27079 3% 
Vodka 18403 2% 
Liqueur 30010 3% 
Rum 9516 1% 
Champagne/Sparkling Wine 39077 4% 
Still Wine 346621 37% 
Port, Shery, Vermouth 18210 2% 
Total 950934 100% 
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As we can see from the figures, brandy accounted for 40% 
of the market by volume. Its wholesale value accounts for 
64%4 of total market. 
Every year large amount of money was spent behind various 
campaigns trying to establish the product image and 
positioning of which many was proved to be unsuccessful. This 
study was conducted with the following objectives: 
1) To determine drinking and purchasing behaviours of 
regular cognac drinkers. 
2) To determine brand positioning and image. 
3) To determine consumer's perception of cognac 
segmentation. 
4) To find out consumer's attitude towards green frosted 
and clear bottles. 
5) To find out attitudes towards advertising of the six 
major brands. 
We hope the findings will be able to assist marketers in 
preparing their marketing plans in future. 
4 Ibid. 
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CHAPTER II 
THE COGNAC MARKET IN HONG KONG 
Cognac has always been the favourite drink for Hong Kong 
people. No other single category in the industry had been 
comparable to it in terms of consumption, advertising and 
promotional support. In this chapter, we shall discuss what 
is cognac, its positioning and advertisements of different 
brands in Hong Kong. 
The Product 
Cognac is a special type of brandy produced from the 
legally defined Cognac region in Southwest of Paris. There 
are around 90,000 hectares of vines of specified grape 
varieties growing in the region. Brandies from regions 
outside Cognac can only be called grape brandies. 
After the harvest, the juices from the grapes are 
fermented to produce white wine. The white wine then goes 
through a double distillation in copper pot-stills to produce 
a colourless "eau-de-vie". Each batch of "eau-de-vie" can be 
characterised by its growing region, its vintage and the 
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quality of the wine. Eau-de-vie is then left in oak barrels 
for ageing. Different eau-de-vie are married and give birth 
to a product called cognac. 
Since cognac accounts for over 90% of the brandy market 
in Hong Kong, we shall only concentrate on cognac in this 
study. 
Cognac is normally divided into three basic categories in 
the local market. Superior cognac (highest quality 一 x.O 
grade or above). Super VSOP/VSOP (medium quality) V.S (low 
quality 一 three star grade). 
Hong Kong is one of the most important markets in the 
South-east Asia with the highest per capita consumption and a 
strong belief in quality products. Industry estimated that 
the Super VSOP/VSOP category accounts for 80% of total volume 
and the superior quality occupies 19% of the total volume 
which is a big difference when compare with other big markets 
such as USA where V.S category accounted for over 80% of total 
volume. 
Past studies have shown that there are very few 
discernible intrinsic product differences from the consumer's 
point of viewl. Consumers are unable to make distinction on 
quality, taste, and probable price among unlabelled cognacs. 
Therefore, the success of a particular brand relies 
mainly on the perceived image in consumer's mind which by and 
large is a result of media advertising. 
1 Poon, op.cit. 
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The Market 
Each category is dominated by a handful of brands. We 
shall limit our study to a total of 13 brands only. According 
to research conducted by Survey Research Hong Kong Ltd, 
individual brands Super VSOP/VSOP performance is: 
Martell VSOP is the market leader with a share of 30% in 
this category. 
F.O.V. now occupies the second place with a share of 18% 
and a 30% premium in price over its competitors. 
Remy Martin VSOP is the third brand with a share of 16%. 
For superior cognac, Martell Cordon Bleu and Hennessy X.O 
take the lion share of this category with each of them taking 
45% of the sector. 
Remy Martin X.O is the distant third with about 5% of the 
sector. 
Inside this study, we shall include the following brands: 
Super VSOP/VSOP Superior 
Bisquit Prestige Courvoisier X.O 
Courbet X.O Hennessy X.O 
Courvoisier VSOP Martell Cordon Bleu 
F.O.V. Martell X.O 
Hennessy VSOP Remy Martin X.O 
Martell VSOP 
Remy Martin VSOP 
Club de Remy 
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Packaging 
The cognac industry has gone through an evolution of 
packaging from identical cylindrical transparent bottle to 
green bottle and to frosted green bottle. The market trend 
now is back to clear glass packaging with individual style. 
Pictures of individual products are included in appendix 
�� as reference to demonstrate the difference among brands. 
Advertising 
Different strategies and executions are used to fulfil 
the requirement for positioning the product. The following 
strategies are being adopted by the brands currently: 
Martell VSOP 
Martell has been very consistent in the current campaign 
-Celebrities in France. Local television or movie stars were 
employed where they enjoy travelling in France, meeting 
friends, visiting vineyards. 
A very warm and friendly atmosphere was built in the 
commercial. The choice of talents is also very important. 
Male stars with a macho image was used for their appeal 
towards brandy drinkers and housewife. The theme line they 
use is "Martell. The celebration cognac.” 
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F.O.V. 
F.O.V. with its unique bottle shape is another success 
based on very consistent advertising. The concept is based on 
one upmanship where the talent outsmarts his competitor in a 
business deal. Current topics in the society such as 
immigration are also incorporated into its current cominercials. 
Apart from its unique packaging, F.O.V. is also unique in 
its pricing, it is priced at a thirty percent premium over 
VSOP brands. The success of F.O.V. has created a category of 
its own which the industry refer as Super VSOP. Numerous 
brands were introduced into this category afterwards. 
The slogan of F.O.V. remains "Taller than the rest". 
Remv Martin VSOP 
The advertising for Remy Martin has been less 
consistent. The strategy has always been similar, to 
associate Remy with a fashionable image and life style. 
They have moved back to an old execution 'celebration' 
which they used 10 years ago trying to bring back a funful 
environment. The slogan remains "Remy Martin, the 
best-selling cognac in the world". 
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Courvoisier VSOP 
The current strategy of the brand is to revitalise the 
brand image as it is considered to be the 'old man' brand. 
It tries to associate the product with friends and 
important moments in life. They have also change their bottle 
from green frosted bottle to clear glass which is another move 
towards their modernisation. 
Hennessy X.O 
The leading brand in its category. It has moved away 
from television and concentrated on print only. The message 
is clear and simple. "Hennessy - The original X.O". 
Martell Cordon Bleu 
This is another brand leader in the superior cognac 
category. They have started advertising in television last 
year. The message they put across the commercial is 
friendliness, appreciation of tradition and the closenesses 
between relatives. 
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Summary 
To promote a brand onto a leading position or ensuring 
its continual success, brandy marketers have to monitor 
consumers behaviour very closely. Individual perceptions or 
gut feelings are not safe and can lead to disaster. 
With so many brands available in the market occupying 
different positions, it is vital for a marketer to find out 
how will the consumer perceive the product and what attributes 
could help to build the brands image. By assessing consumers‘ 
perception carefully, the marketer can then put his product 
into the right niche, support it with the right advertising 
and thus developing a successful campaign. 
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CHAPTER III 
METHODOLOGY 
In-depth interviews were conducted using a topic guide 
(See Appendix 1)• A convenient sample of twenty regular 
drinkers was selected for the study. They were required to 
answer questions from the topic guide and to sort brands 
according to their perceptions. Results were then 
consolidated according to our research objectives. 
Research Technique 
The technique of in depth interview was used in this 
study rather than telephone survey and questionnaires 
because: 
1) Respondent were required to answer many questions and 
to sort brands according to their perception. 
2) The questions in the questionnaires are very general 
and required skillful interview to obtain useful 
information. 
3) This could reduce wastage of getting irrevelant 
information from off-target respondent. 
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The Interviewer 
The researcher was responsible for conducting 
interviews. This would ensure that there shall not be 
any mis-understanding in the comprehension of questions 
and response. 
The Sample 
A convenient sample size of twenty was set for the 
following reasons: 
1) The study was intended to get response from a group 
of very well defined target consumers. Therefore, 
a small but carefully selected sample was 
sufficient to indicate the general direction and 
behaviour of cognac consumers. 
2) The length of each interview severely limits the 
number of interview to be carried out. Not taking 
into account time consumed in setting up venue, 
transportation and locating the respondents. Each 
interview took from sixty minutes to one hour and a 
half. 
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3) The fact that interviews can only be carried out 
after office hours also limits the number of 
interviews that can be arranged. 
4) The process of putting together the report from 
transcripts of interviews take considerable length 
of time. A few working days were required to put 
everything into order. 
Sample Breakdowns 
Because of the small number of sample, the sample 
was structured as follows: 
1) By age (25-34/35-44) 
2) By segmentation (Super VSOP/VSOP, Superior) 
All the sample members have to be frequent drinkers 
(at least once a month)• By carefully recruiting 
our respondents, the limited number of interviewees 
should still be able to give a useful 
representation of cognac drinkers. 
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The age and frequency of drinking of respondents are 
shown in the following table. 
TABLE 3.1 
RESPONDENTS' AGE AND FREQUENCY OF DRINKING 
Age More than once once a once every once a Total 
a week week 2 weeks month 
25-34 3 3 2 10 
lO.OOb 15.00 15.00 10.00 50.00 
20.00 30.00 30.00 20.00 
40.00 50.00 60.00 50.00 
35-44 3 3 2 2 10 
15.00 15.00 10.00 10.00 50.00 
30.00 30.00 20.00 20.00 
60.00 50.00 40.00 50.00 
Total 5 6 5 4 20 
25.00 30.00 25.00 20.00 100.00 
a Frequency 
b Percentage 
c Row Percentage 
d Column Percentage 
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Measure Taken Before/Durincf Interviews 
To minimize wastage of time and getting the best 
reponse, several measures were taken before and during 
the interview. 
1) All respondents not included in the sample 
structure were eliminated. The age range of twenty 
five to forty four was selected because this age 
group constitutes the largest consumption base and 
should represents a good reflection of general 
brandy consumers. 
2) Only those who claim to drink cognac at least once 
a month were recruited. 
3) Most of the respondents were personnel 
acquaintances of the researcher which could 
eliminate the possibility of false claims. 
4) The objective of the interview was explained in 
detail before each interview. 
5) Interviews were conducted within a period of seven 
days. This should reduce the possibility of 
influence from new advertising and outside 
variables. 
6) There were two or three interviews per night during 
the week and average time spent on one interview 
was one hour and fifteen minutes. 
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The Interview Guide 
The structured interview guide (Appendix 1) was 
divided into six main sections: 
Section One 
Respondent must be male, aged 25-44 and drink 
brandy at least once a month. 
Section Two 
Individual preference and drinking occasion were 
asked. The rationale for selecting a particular brand 
was also examined. 
The reason for purchase of smaller bottles and 
drinking occasion were also asked. 
Section Three 
The consumer's segmentation of cognac market was 
looked into by the sorting exercise. In the sorting 
exercise, photographs of thirteen brands were shown to 
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the respondents. They were then asked to sort the 
products into different groups according to his way of 
segmentation. Individual brand's positioning from the 
consumer point of view was thus extracted. 
Section Four 
Preceived pricing was asked to see whether 
consumers have clear idea on what price range a 
particular brand should fall into. 
Section Five 
The preference on green frosted bottle and clear 
glass bottle was asked. 
Section Six 
Commercials of six leading brands were shown to 
respondents. The likes and dislikes, image, credibility 
were examined. 
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CHAPTER IV 
DATA AND FINDINGS 
The datas are presented according to the format in the 
topic interview guide and the objectives of this study. The 
evaluation of data includes a brief overview of different 
responses from the sample and some specific quotes from 
respondents which is more specific. The data collected is as 
follows: 
Drinking and Purchasing Behaviour 
Drinkinq Occasions 
Accompanied and solitary brandy consumption are 
common among the participants (readers are 
reminded that all participants are very frequent 
brandy consumers who drink brandy at least once a 
week)• As expected, solitary drinking ususally 
takes place at home while accompanied drinking is 
mainly an outside home activity. 
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Drinking alone usually takes place when one is 
relaxing or watching TV at home while it is also 
very common to drink alone at supper, especially 
when having a good meal. 
"When the dishes are good, I will drink 
brandy." (VSOP/Old) 
"When one finds nothing to do at night, it is 
a great enjoyment to drink brandy while 
watching Television•“ (XO/Young) 
Brandy is also consumed before bed in order to 
have a good sleep while a few claim that drinking 
brandy when they are feeling cold can help to 
keep their body warm. 
"I usually drink some brandy before bed. It 
helps me to sleep well." 
(VSOP/Young) 
"When I feel cold in winter, I will drink 
brandy. It makes me wanner.” 
(VSOP/Young) 
Although solitary drinking is common, people 
normally find greater enjoyment drinking in 
the company of friends. 
"It is boring and no fun to drink alone." 
(VSOP/Old) 
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They usually drink with their friends relaxingly in 
pubs, bars, lounges or nightclubs or when they are 
dining out at restaurants. 
Other than these occasions, brandy is an 
indispensable drink at banquets such as weddings, 
birthdays or other celebrations. It is usually drunk 
in the course of entertaining business clients. 
Frecfuencv of Consumption 
The frequency of drinking brandy tends to have a 
seasonal aspect to it. Participants drink brandy at 
least two to three times a week in winter while about 
only once a week in summer. The major reason for 
consuming less often in summer is that the weather is 
too hot for brandy. They prefer to drink chilled 
beer in summer instead, 
"I drink brandy more often in winter in 
s u m m e r ,� drink beer because it is cold.“ 
(XO/Old) 
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Brand Choice Criteria 
The choice criteria for a brand or grade of brandy 
largely depends on what the drinking occasion is and 
what company one is with. When in the company of 
friends or when entertaining clients, the tendency is 
to conform to the popular choice dictated by the 
group. One's personal taste preference tends to take 
second place. 
"When I entertain my friends or clients, I 
usually ask for a brand that they like." 
(XO/Young) 
"When � drink with my friends, we normally order 
a brand that the majority prefers.“ 
(VSOP/Old) 
To a large extent, there is social and peer pressure 
to consider the face value of the brand/grade of 
brandy chosen. Therefore, a better grade or more 
recognised brand of brandy is usually chosen when 
with friends or clients or during special occasions. 
On the other hand, a lower grade or cheaper brand of 
brandy is normally bought for own consumption for 
economy reason. 
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"To show my respect to may guests or clients,� 
usually ask for a better brandy when I drink with 
them." (XO/Young) 
"When you entertain friends or clients, it is 
very natural that you will serve them a better 
drink ••• But when I drink brandy at home � drink 
VSOPs because they are cheaper.“ 
(VSOP/Young) 
This said, face value is not an important brand 
choice criteria in drinking with intimate friends. 
The rationale for drinking a better grade of brandy 
in such instances is to seek greater enjoyment. 
Besides, the cost of brandy in such cases is usually 
shared, and people find it worthwhile to pay for the 
greater enjoyment they get. 
"When I drink with my close friends, we usually 
drink better brandy … E v e r y b o d y will be happier 
to drink better brandy … A b o v e all, the cost of 
brandy is shared.“ 
(XO/Young) 
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Nonetheless, a few participants claimed that they 
will drink XOs only when they are alone at home as 
they think such premium brandies need to be enjoyed 
and appreciated relaxingly. They are not supposed to 
be drunk in large quantity and quickly on occasions 
like drinking with friends. Above all, it will be 
too expensive to serve others with these premium 
brandies. 
Price is not a key issue in brand choice criteria 
because price only varies with grade of brandy rather 
than brands within the same grade. Taste, in terms 
of "mellow" is the major consideration in brand 
choice once what grade to drink is decided. 
"All brands are about the same price. Taste is 
the most important consideration in choosing a 
brand." (XO/Old) 
Purchasing of Small Bottles 
The incidence of purchasing small bottles of brandy 
is low. Most participants think that they have to 
drink all the time anyway. Therefore there is no 
point in buying several small bottles instead of a 
big bottle. 
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There is a strong impression that the small bottle is 
mainly for alcoholics who will finish the whole 
bottle in one drinking session, or hide the small 
bottle inside their pockets during working hours, or 
simply carry the brandy around and drink wherever 
they want to. Therefore, people tend not to buy 
small bottle to avoid the identification with 
alcoholics. 
"The small bottle is most suitable for the 
alcoholics. They can carry the brandy around 
and drink it whenever and wherever they want 
to." (VSOP/Young) 
"Alcohol drinking is prohibited in construction 
sites. The small bottle offers the advantage 
that it can be hidden inside one's 
pockets.“ (XO/Old) 
There is no face value associated with small 
bottles. Entertaining friends with a small bottle is 
regarded as impolite or showing no respect. 
"No one will use small bottle to entertain 
others. It is impolite to do.” 
(VSOP/Old) 
"If I use small bottle to entertain my friend, 
he will think that I am mean.“ (VSOP/Old) 
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The small bottle is also not preferred 
aesthetically. The big bottle is considered to have 
a more appealing design and can be treated as a 
decoration at home while the small bottle has a low 
class image. 
"Of course big bottle is better. Some big 
bottles are just like an art in the cupboard ... 
it looks awkward to place a small bottle 
there•“ (VSOP/Young) 
Besides, the big bottle is perceived as being more 
economical as one does not need to pay so much for 
the packaging for the same amount of brandy. 
"Each packaging costs some money. Thus buying 
the small bottle is not value for money. For the 
same amount of brandy, you pay more for the 
packaging if you buy small bottles." 
(VSOP/Old) 
Nevertheless, taking face value and prestige out of 
consideration, a small bottle is considered of the 
right size for a small group of intimate or close 
friends' consumption. 
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"Some bottle is suitable for three to four 
people's consumption when dining out at a 
restaurant provided that they are not heavy 
drinkers. It can be finished in one drinking 
session.“ (VSOP/Old) 
A handful of participants suggest that a small bottle 
is suitable for those who do not want to become drunk 
as the bottle limits the amount of consumption. 
Furthermore, it is also considered good for taking 
out for short trips. 
"When you dine out with one or two friends and 
you have to drive back home afterward, a small 
bottle is most suitable. you won't become 
drunk.“ (XO/Young) 
"If you are having a 2-3 day trip out of town, 
you can carry with you a small bottle of brandy 
" • It is dainty.“ 
Those who have ever bought a small bottle also buy it 
because it is convenient to carry about. 
Sorting by Grade 
When participants were asked to sort the brands, the 
immediate reaction was to divide the 13 brands into 
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VSOP and XO grades. However, in doing so, a third group 
of brandies were sorted out which they regarded as an 
in-between XO and VSOP grade, ie the super VSOP grade; or 
they simply do not know which should these brands go 
into. Participants in the latter case are mainly those 
who have no experience with those brands• 
The following groupings are the most apparent: 
Hennessy XO 
XO Remy XO 
Kartell XO 
Courvoisier XO 
Martell Cordon Bleu 
Super VSOP FOV 




VSOP Remy Martin VSOP 
Martell VSOP 
Courvoisier VSOP 
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However, the classification of the grade of a few 
brands is controversial. 
1. Kartell Cordon Bleu - many participants think 
that the quality and price of it justifies it be 
put in the XO rather than VSOP+ category. 
2. Courbet XO - as suggested by its brand name, a 
few reckon Courbet XO should be treated as a XO 
despite its quality does not live up to the XO 
grade standard. The rationale is that there must 
be some quality control on the grade a brandy 
claims such as vintage year. 
3. Hennessy VSOP - it is considered by some 
participants to have a higher quality than VSOP, 
thus should be treated as a super VSOP. 
/ 
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Sorting by Preference 
The grade of brandy is reckoned to be positively 
correlated with the quality and taste of the brandy. 
Therefore, the order of preference is very much 
similar to the order of grade with the exception that 
Martell Cordon Bleu is almost as equally preferred as 
XOs are. 
Most preferred Hennessy XO 
Remy XO 
Martell XO 
Martell Cordon Bleu 
Courvoisier XO 
Martell Cordon Bleu 
FOV/Club de Remy 
Bisquit Prestige/Courbet XO 
Hennessy VSOP 
Remy VSOP/Martell VSOP 
Least preferred Courvoisier VSOP 
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with the XOs, Hennessy XO is considered the best 
XO followed by Remy XO. Martell XO and 
Courvoisier XO are less preferred. Nonetheless, 
some participants think that Martell Cordon Bleu 
is indeed on a par with Martell XO tastewise. 
Within the super VSOP grade, FOV and Club de Remy 
are as equally preferred, followed by Bisquit 
Prestige and Courbet XO. As with Martell Cordon 
Bleu, some participants think that quality of 
Hennessy VSOP is better than Bisquit Prestige and 
Courbet XO. 
Remy VSOP and Martell VSOP are regarded as being 
of similar quality while Courvoisier VSOP is the 
least preferred brand. 
Sorting By Pricing 
Although participants are well aware of the positive 
correlation between price and grade, they, 
(especially the VSOP drinkers) do not have a good 
idea of how much each brand costs and can give only a 
price range for each grade• 
For the XOs, most of the participants think they cost 
at least $500 but there are a fair number of 
participants who suggest that they cost only $300-400. 
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For the perceived super VSOPs, the majority reckon 
that they cost $2 00-3 00, with the exception that for 
Martell Cordon Bleu, which they reckon is of higher 
price, at around $400. The VSOP grade is universally 
recognised to be in the price range of $100-200. 
Nevertheless, judging from the packaging design of 
Martell Cordon Bleu and Hennessy VSOP which are 
perceived as giving a low class image, some 
unsophisticated drinkers think that they are of the 
cheapest price. 
Brand Perception and Imacre 
Hennessy XO 
Participants have a very high opinion of Hennessy XO. 
It is known as the first and longest established XO 
in the market and is the best known and most popular 
XO. 
The brand is regarded as the most universally 
recognised best quality and acceptable XO in the 
market. Therefore, it is regarded as a safe brand 
for gift or guests. 
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"Every drinker will agree that Hennessy XO is the 
best XO ••• When you think of XO, it is very 
natural that Hennessy XO will come to your mind 
first." (XO/Young) 
"It can't be wrong giving Hennessy XO as gift 
it is a universally accepted quality XO.“ 
(XO/Young) 
"If you drink with a friend or client that you do 
not know his palate, Hennessy XO is a good choice 
because it is widely acceptable." 
(VSOP/Young) 
Its triangular shape clear bottle is reckoned to have 
become a symbol for XO brandy. It is felt that the 
packagings of Courvoisier XO, Kartell XO and Remy XO 
to some extent copy that of Hennessy XO, although the 
packaging of Remy XO is better liked aesthetically 
than Hennessy XO. Indeed, some participants felt its 
packaging design old-fashioned. 
"Hennessy XO is the first XO in the market … I t 
is because of Hennessy XO that the short triangle 
clear bottle shape symbolises XO brandy." 
(VSOP/Young) 
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"••• It is the first XO ••• its packaging is 
old-fashioned compared to other XOs.” 
There is also comment that Hennessy XO is difficult 
to hold compared to Remy XO which has grooves on it. 
"You have to hold the bottom part of Hennessy 
when you pour the brandy out ... Remy XO has 
grooves on and is much easier to pour. 
(XO/Old) 
Hennessy XO drinkers are seen to be older, at least 
in their mid-thirties, and are mature individuals. 
They have lots of experience in life and have a 
discernible taste, thus are not easily influenced by 
others. 
"Hennessy XO drinkers should not be young ... 
they are matured.“ (XO/Young) 
"They have discernible taste ••• not easily 
influenced by others•” (VSOP/Old) 
They say that they drink Hennessy XO solely because 
they like its taste, not for showing off. Therefore, 
they are very loyal users and will not change brand 
often. 
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"He drinks Hennessy XO not because he wants to 
show off ••• He really likes the brand ... not 
easily influences by others and dislike changing 
brand•“ (VSOP/Young) 
As with other XOs which have premium prices, Hennessy 
XO drinkers are regarded as better-off and as of 
higher occupational status such as professionals or 
businessmen. They usually need to entertain clients 
and frequent nightclubs or important banquets. 
"Hennessy XO is most frequently drunk in 
nightclubs in the course of entertaining business 
clients." (XO/Old) 
"It is common to drink Hennessy XO while 
discussing business. Its taste is of mass 
appeal•“ (VSOP/Young) 
Remv Martin XO 
Remy XO is regarded as a quality brand. Its quality 
and taste are felt not to be as good as Hennessy XO 
but on a par with, if not better than Martell XO and 
Courvoisier XO. 
"Hennessy XO is the best XO. Remy Martin XO, 
Martell XO and Courvoisier XO are of similar 
quality.“ (XO/Young) 
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The packaging of Remy XO is the best liked 
aesthetically. The grooves on the bottle are very-
well received and are perceived to project a classy 
image. Besides, they are liked for they make it 
easier to hold the bottle when pouring out the brandy. 
"Remy XO has the most appealing packaging ••• It 
looks very high class." (XO/Old) 
"I like the grooves on the bottle. It sparkles 
under spotlight.“ (VSOP/Young) 
Its stopper is also thought to be distinctive from 
other XOs. It has some leather on it. 
"Other XOs' stoppers are plastic or metal. There 
is some leather on Remy‘s stopper•” 
(VSOP/Young) 
Since it is well recognised that Hennessy XO is the 
best XO, positively, Remy XO drinkers are regarded 
having discerning taste while negatively, they are 
seen as those who are trying to be different. 
Besides, they are liked for they make it easier to 
hold the bottle when pouring out the brandy. 
"Everyone likes to drink Hennessy XO but they 
drink Remy ••• They want to be seen to be 
different." (VSOP/Young) 
"They have discerning taste.“ 
(XO/Old) 
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They are associated with young upstarts who are 
concerned about face and prestige and enjoy showing 
off. Therefore Remy XO drinkers are expected to 
place the Remy bottle in a conspicious position while 
they are drinking. 
"People want to be different will drink Remy XO." 
(XO/Young) 
"The upstarts who want to show off will drink 
Remy XO." (VSOP/Young) 
"They like to place the Remy XO in front of them 
so that others know they are drinking XO brandy.“ 
(VSOP/Young) 
On the other hand, some participants think Remy XO 
drinkers are successful businessmen. This steins from 
the portrayal of such a figure from the Remy XO 
commercial. 
"The commercial said the man succeeded in several 
important business deals and had many dates. 
Remy XO drinkers should be successful people.“ 
(VSOP/Old) 
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Martell XO 
Martell XO is regarded as not a popular XO, 
especially in nightclubs. 
Some reckon that it is more often used for self 
consumption rather than at banquets or for 
entertaining because its packaging is not classy. 
"The package is not as high class. It is more 
often used for self consumption rather than for 
entertaining others.“ (VSOP/Old) 
"The silver ribbon round the bottle makes me 
think of a robot • “ � t is not prestigious to 
entertain friends with it.“ (VSOP/Young) 
Apart from having the general characteristics of XO 
drinkers； i.e. being wealthy, businessmen or 
professionals, Martell XO is perceived to be drunk by 
people who have character or having discernible 
taste, or trendy people who like to try new things. 
"People who like new things or want new 
excitement would drink this brand.“ 
(XO/Old) 
"Trendy people will drink Martell XO." 
(XO/Old) 
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While some participants dislike the silver ribbon, 
there is the opinion that the silver ribbon of the 
Martell XO packaging gives a higher class image to 
the brand. Therefore those who like to show off will 
drink this brand. 
"The silver ribbon is shiny, given higher class 
image ••• people who want to show off may drink 
this brand.“ (VSOP/Young) 
Martell XO drinkers are associated with people who 
are dandies and like to wear famous brands and do not 
like to be looked down upon by others. Therefore, 
they will always drink XO grade brandy before others. 
"He cares about his own appearance very much ••• 
always wear famous brands. he can't bear to lose 
or be looked down upon. Thus he always drink XO 
grade when he is with other people.“ 
(VSOP/Old) 
They are also regarded as those who are brought up in 
rich families and are accustomed to living a 
luxurious life. 
"He is born to be rich • ” knows how to enjoy 
life • ” and willing to spend luxuriously.“ 
(VSOP/Old) 
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They are seen not as friendly and do not like to make 
friends with those not in the same socio-economic 
class. 
"He is not very approachable ••• very cold to low 
class people." (XO/Young) 
Courvoisier XO 
Generally the feeling towards Courvoisier XO is not 
positive. It is considered to be at the bottom of 
the list of XO brands. 
Trialists found its taste smarting to the throat and 
not mellow. 
"It is smarting to the throat • “ not very 
mellow.“ (VSOP/Young) 
"Its taste is so-so." (VSOP/Young) 
Non-users have a poor impression of Courvoisier XO 
because they find the quality of Courvoisier VSOP not 
good. 
"The image of Courvoisier XO has been 
deteriorated by the poor quality of its VSOP.“ 
(VSOP/Old) 
It is said that only alcoholics like famous writer 
Ngai Hong or those who are accustomed to drinking 
Courvoisier VSOP will drink this brand. 
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"He is frequent heavy drinker, like Ngai Hong ••• 
” h a s some money.“ (VSOP/Young) 
"Only those accustomed to drinking Courvoisier 
VSOP will drink it." (VSOP/Old) 
Besides, the Courvoisier XO drinker is also seen as 
an irresponsible person. 
"He only think of drinking and nothing else not a 
responsible person.“ (XO/Old) 
Martell Cordon Bleu 
Martell Cordon Bleu is highly regarded as good value 
for money. Its quality and taste are considered just 
marginally below those of XOs but it is relatively 
cheaper. 
"Martell Cordon Bleu is very mellow it tastes 
good.“ (XO/Young) 
"It is good value for money •.• Its quality is 
similar to that of XOs•“ (VSOP/Young) 
Nonetheless, its packaging is generally considered 
unappealing. It is perceived to have a low class 
image and being like packaging of bottle beer or 
champagne. 
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"It doesn't look like brandy It is like 
champagne.“ (VSOP/Old) 
"The packaging is like that of bottle beer.“ 
(XO/Old) 
Martell Cordon Bleu is perceived to be usually drunk 
in large quantities in pubs, bars or nightclubs, 
especially when people are playing "Chai Mei" (a 
popular two player game in which the loser will be 
punished with a certain amount of drink. The game is 
always used to make other people drunk). 
"Martell Cordon Bleu is used for Chai mei … t o 
make other people drunk.“ (VSOP/Young) 
It is also seen as a popular drink amongst the tough 
guys who drink lavishly but cannot afford to drink XO 
brandy, yet they want a better quality brandy to show 
off. 
"It is for tough guys ••• unlike drinkers of FOV 
who are more gental•” (VSOP/Old) 
However, some participants think Cordon Bleu drinkers 
are yuppies who are financially stable and have 
characters. They still go for Cordon Bleu rather 
than a better XO grade brandy though it costs only 
about $100 less. 
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"They spend $500 for Cordon Bleu while a XO costs 
only about $600. These people must have 
characters.“ (VSOP/Old) 
They are sociable and active and are trendy people. 
They don't have to work very hard to lead a better 
than average life. 
"He is active and outgoing and trendy.... 
doesn't need to work very hard ... of 
middle-upper income level." (XO/Young) 
There is also the perception that Cordon Bleu 
drinkers may be affluent but not of high academic 
qualification. They may be members of triads as well. 
"People like sub-contractor of large construction 
project ... they are rich but less 
well-educated•” (VSOP/Old) 
"People who are involved in vice-business will 
drink Martell Cordon Bleu." (XO/Young) 
He is also seen as being wise and willing to take up 
challenges. 
"••• He is wise, somewhat wicked." 
(XO/Young) 
willing to take risk or challenges.“ 
(VSOP/Young) 
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FOV 
FOV is well know to be of higher grade than VSOPs but 
not as good as XOs or Martell Cordon Bleu. 
Its quality and taste is regarded better than the 
VSOPS. Its taste is mellow and is acceptable by 
women also. 
"FOV tastes better than VSOPs … i t has higher 
quality.” (VSOP/Young) 
"FOV is mellow ••• Even women can drink it ... 
not too smarting to the throat.“ 
(VSOP/Old) 
It is considered good value for money and is widely 
acceptable. 
"Given that it is sold at around $2 00, it is very 
good value for money.“ 
(VSOP/Young) 
"Normally, people will be pleased if they are 
treated with FOV Its taste is good.“ 
(VSOP/Old) 
Its packaging is considered classy and prestigious 
and is more presentable as gifts or for entertaining 
guests at banquets. 
"Its tall bottle is prestigious and classy than 
VSOP.“ (XO/Young) 
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"It is more suitable for gift giving " • it does 
not cost too much more than VSOPs.“ 
(VSOP/Young) 
"It is more prestigious to use at weddings and 
birthday than VSOPs. It is more expensive." 
(VSOP/Old) 
It is perceived that FOV drinkers know how to enjoy 
life; yet they are not willing spend too much on it. 
Therefore, they would not drink XO brandy nor VSOPs 
but an in-between priced FOV. 
"FOV drinkers know how to enjoy life. However, 
they will spend their money on other things 
rather than brandy.“ (XO/Young) 
FOV drinkers are also regarded as medium size 
business owners who are reluctant to drink expensive 
XO but don't like drinking Martell Corden Bleu. 
Therefore FOV is their choice. 
"He may be doing business but not very large one 
••• He won't drink Cordon Bleu but reluctant to 
buy expensive XO FOV is of middle grade. For 
them, FOV is good enough.“ 
(XO/Old) 
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There is also the perception that FOV drinkers are 
yuppies from the middle class. They may be playboys, 
who like brandy and women. 
"He is playboy ••• very knowledgeable about 
brandy ••• likes cigarettes, women and brandy.” 
(XO/Young) 
Club de Remy 
Club de Remy is also considered as being in-between 
XOs and VSOPs in terms of both quality and price, and 
is regarded as good value for money. 
"It should be of higher quality than VSOP.” 
(XO/Young) 
"I am currently drinking Club. I find it tastes 
better than FOV. It is very good value for 
money." (VSOP/Old) 
It is perceived to be drunk by capable man, which 
steins from the portrayal of talent in the commercial 
"J.R.I" 
"J.R. is endorser of the commercial ••. it makes 
me think that Club is drunk by capable man.“ 
IjR is a very popular cast in the famous 
television series "Dallas". 
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since Club has not been in the market for long, it is 
also thought that Club drinkers are young people who 
like to try new things. 
"Such a new brand will be tried by youngsters who 
want to try new things.“ (VSOP/Old) 
Club drinkers are also seen as ordinary office 
workers who earn an average income. They are 
infrequent drinkers but will drink a better brand 
when they do so. 
"They won't drink often When they drink, they 
prefer a better brand.“ (XO/Young) 
"When the wage is just paid, they will drink 
better grade XO • “ In ordinary days, they will 
drink Club." (VSOP/Young) 
They are also regarded as easy going people but not 
very aggressive. Therefore they are neither in a 
high or low position in the company. 
"They are office workers •.• not in a high nor 
low position ••• earn an income enough for a 
living.“ (XO/Young) 
"They are not aggressive • “ from middle class." 
(VSOP/Old) 
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Courbet XO 
Courbet XO is considered of XO grade as suggested by 
its name. However, its taste, quality as well as 
packaging are regarded as not living up to an XO 
brandy standard. 
"Although it is an XO, its packaging is low 
class. XO brandy should have short bottle like 
that of Remy Martin XO, Hennessy XO etc." 
(XO/Old) 
"Courbet XO has very poor quality. XO should 
taste mellow; however it taste like low priced 
brandy such as Courvoisier VSOP.” 
(VSOP/Young) 
A minority of participants thought that it is a 
copycat of FOV. 
… I t is a copycat of FOV. Their bottle shapes 
and price are about the same but FOV enters the 
market first.“ (XO/Young) 
Courbet XO drinkers are seen as unwise people who do 
not know about brandy and are content with any so 
called XO brandy. 
"They are ignorant - no taste. They don't know 
how to drink.“ (VSOP/Young) 
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They are also associated with people who are becoming 
better off and want to upgrade themselves and try to 
be different. 
"He now earns more money ••• does not like to 
drink common XO. Thus Courbet XO is chosen.“ 
(XO/Old) 
"Those businessmen do not really care ••. they 
drink whatever XO.“ (XO/Young) 
Bisguit Prestige 
Participants have a low opinion of Bisquit prestige. 
It is said the Bisquit Prestige is very smarting to 
the throat and not mellow at all. 
"It is unpleasant to take ••• is like corrosive 
acid•“ (XO/VSOP) 
Beside, it is said to be too sweet and its appearance 
seems to diluted. 
"The new Bisquit Prestige is too sweet ••• seems 
very artificial.“ (XO/Young) 
"I feel that it is like water, too diluted." 
Some think that its quality is like that of VSOPs. 
"It is just like ordinary VSOP though it has a 
more appealing packaging.“ (VSOP/Young) 
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similar to Courbet XO, Bisquit Prestige drinkers are 
seen as office workers who are infrequent drinkers 
and can't afford XO grade. 
"They rather drink one or two times less but when 
they drink they prefer to drink better grade ... 
Bisquit Prestige is good enough for 
them." (VSOP/Old) 
Also, it is said that Bisquit Prestige will be drunk 
with a large company, not with a small group of 
people. 
Hennessy VSOP 
Hennessy VSOP is considered to be of better quality 
than other brands of the same grade and to be of good 
value for money. It is regarded as mellow and is 
suitable for women as well. 
"Hennessy VSOP is mellow more easily 
acceptable ••• women can also drink it.“ 
(VSOP/Old) 
However, there is some confusion between it and 
Hennessy Cuvee Superieur, the latter of which is 
considered better than VSOP. 
一 4 9 _ 
" • “ Is Hennessy VSOP the same as Hennessy Cuvee 
Superieur? � drank Cuvee Superieur before. It 
was better than VSOP ••• this Hennessy VSOP seems 
worse than Cuvee Superieur•“ (XO/Young) 
Its packaging is considered unappealing and thus is 
more likely to be drunk at home alone or with 
friends, rather than for entertaining guests at 
banquets such as weddings or birthdays. 
"Among the same grade of brandies, all of them 
are in dark frosted bottle except for Hennessy 
VSOP • ” Hennessy VSOP's packing is less 
prestigious ••• like a bottle of beer.“ 
(VSOP/Young) 
Hennessy VSOP drinkers are seen to be mature and 
financially stable. They have their discerning taste 
and care about the real strength of the brandy but 
not the packaging or its advertising. 
"People who have their discernible taste will 
drink Hennessy VSOP They are mature and 
financially stable — , not influenced by 
packaging or advertising ••• but only care for 
the quality of brandy. 
(VSOP/Old) 
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They are also regarded as older and have a warm 
family. 
"He is a family man. He will enjoy the brandy 
relaxingly at home.“ (VSOP/Old) 
However, owing to its bottle's beer-like packaging 
there is also the perception that it is drunk by 
construction site workers, rugged people or blue 
collars who do not care much what they drink. 
"Labourers like carpenters, construction site 
workers will drink Hennessy VSOP.” 
(XO/Old) 
"••• is middle, lower class." (VSOP/Young) 
The Hennessy VSOP drinker is also seen as having an 
active social life at night by a few participants. 
"He is like salesman ••• need to entertain 
businessman here and there at night.“ 
(VSOP/Old) 
Remy Martin VSOP/Martell VSOP/Courvoisier VSOP 
The three VSOPs share a very similar image. They are 
considered to be for the mass market and are 
popularly drunk at banquets due to their inexpensive 
price. 
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Qualitywise, Courvoisier VSOP is regarded as inferior 
to the other two. 
"Courvoisier is smarting to the throat •.. not 
mellow.” (VSOP/Young) 
Besides, unlike Hennessy XO, despite its long history 
in the market, Courvoisier VSOP is seen as old 
fashioned. 
"••• Courvoisier is old fashioned. It is 
becoming less popular.“ (XO/Old) 
Drinkers of these three VSOPs are regarded at the 
lower end of the market. Relatively, Remy and 
Martell VSOP drinkers are considered younger people 
who do not have the very high spending power to be 
able to afford a better grade of brandy whereas 
Courvoisier VSOP drinkers are considered older blue 
collars who used to drink Chinese wines and drink 
heavily. 
"Courvoisier drinkers are those carpenters, 
construction site workers, who will drink 
heavily.“ (VSOP/Old) 
"Remy VSOP drinkers are younger. They can't 
afford better grade brandy. (VSOP/Young) 
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Attitude Towards Dark Frosted and Clear Bottles 
The clear bottle is more preferred to the dark frosted 
bottle overall. The more appealing and elegant designs 
of the existing clear bottles as well as the better 
grades of brandies which are currently using the clear 
bottles obviously have influence on participants' 
preference. 
"Of course clear bottle is better. All the XOs use 
clear bottle it is higher class.“ 
(VSOP/Old) 
"The XOs, FOV, Club, Bisquit Prestige obviously have 
more appealing bottle design than Remy Martin VSOP, 
Martell VSOP and Courvoisier VSOP." 
(XO/Young) 
Upon probing, it is generally felt that the visibility of 
brandy inside the bottle is more confidence inspiring as 
one can tell from the colour of the brandy if it is of 
good quality or not. 
"I prefer clear bottle. I can judge the quality of 
the brandy from its colour.“ (XO/Young) 
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"You can't see through the dark frosted bottle the 
colour of brandy ••• You don't know how good the 
brandy is." (VSOP/Old) 
The majority think that the golden yellow colour of 
brandy is visually more appealing than the black colour 
of dark frosted bottle, especially in dim environments 
like nightclubs where the clear bottle will glitter. The 
golden yellow colour is considered to project a higher 
class and more prestigious image. 
"I don't like black colour. The golden yellow colour 
is more appealing The bottle looks higher class 
in clear bottle." (VSOP/Old) 
"Clear bottle glitters under the spotlight and is 
more appealing than dark frosted bottle." 
(XO/Old) 
This said, attitudes towards the packaging of Hennessy 
VSOP and Martell Cordon Bleu which are clear bottles are 
not as positive. People find their packaging designs 
unappealing and like those of beer. 
"The packaging of Hennessy VSOP and Martell Cordon 
Bleu are old-fashioned. They are like beer.“ 
(VSOP/Young) 
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On the other hand, those who prefer the dark frosted 
bottle like its conjuring an air of mystery about the 
brandy and think that a black colour projects a higher 
class and prestigious image. 
"I think the dark frosted bottle is more expensive 
and of better grades because it conjures and air of 
mystery and an elegant feeling." (VSOP/Old) 
Besides, brandy in a dark frosted bottle is perceived to 
be of better quality as it can protect the brandy from 
sunlight. 
"The brandy can be kept better. The dark frosted 
bottle can protect it from sunlight.“ 
(VSOP/Old) 
The dark frosted bottle also has an advantage over the 
clear bottle that its appearance will not change even 
when the bottle is emptied whereas the aesthetic appeal 
of the clear bottle will drop substantially. 
"The clear bottle does not look good when it is 
emptied or half emptied. But for a dark frosted 
bottle, it always looks good in the cupboard.“ 
(VSOP/Old) 
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Attitude Towards Advertising 
The advertisings were shown to respondents either through 
video player or tear sheets from print advertisements. 
Hennessy XO 
This print advertisement shows a man in a diner suit 
holding a glass of brandy, next to him is a bottle of 
Hennessy XO. A few yards away three young women were 
standing there who look like they are all dressed for a 
masquerade and are looking at the man. The (Chinese) 
caption says, "Hennessy - the original XO." 
Message Comprehension 
The perceived main message of this print ad is: 
一 Hennessy XO is the original XO 
- Hennessy XO has greater attraction than pretty women 
"Although there are three pretty women, the man does 
not lift an eye to them. It means Hennessy XO is of 
very quality.“ (XO/Young) 
"Telling you that Hennessy XO is the origin of all 
XOs•“ (XO/Old) 
Understandably, Hennessy XO users are perceived to be 
playboys or successful businessman while a few think that 
they have discerning taste. 
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"With so many girls around, Hennessy XO drinker is a 
playboy.“ (XO/Young) 
"The way the man dresses gives a feeling that it is a 
businessman.“ (XO/Old) 
"He has discerning taste •.• prefers brandy rather 
than pretty women•“ (XO/Old) 
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Likes and Dislikes 
Probably because this is a print advertisement without a 
storyline, reactions towards the advertisement are not 
enthusiastic. The major likes about the advertisement 
center around the presence of pretty women. 
"The women are attractive. Frankly speaking, every 
man likes a pretty woman•” (XO/Young) 
"It is good ••• pretty women plus good brandy.” 
(XO/Old) 
A few like the idea of having the man ignore the pretty 
women in front of him. 
"The idea is good ••• women are not always 
undefeatable • “ The man prefer the brandy to them.“ 
(XO/Young) 
On the other hand, some participants think the 
advertisement is too abstract and difficult to 
understand. A few think that the advertisement has not 
said anything about the quality of the brandy. 
"I don't understand what it wants to tell ... nothing 
is said about its quality.“ 
(XO/Old) 
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Martell Cordon Bleu 
This television commercial shows a man recalling about 
his father's laughter, his father's appreciation of 
music, his antiques. But the most impressive thing is 
his dad's Martell Cordon Bleu - something he would only 
give to those he has high opinions of. It is the latter 
point that the man resembles his father 一 drinking 
Martell Cordon Bleu with his son. 
Message Comprehension 
Participants do not have a consistent idea about the 
message communication of the commerical. Some think that 
it communicates Martell Cordon Bleu as a long established 
brand. 
"It says Martell Cordon Bleu has long history. His 
grandpa also drank it in is his days … a n d now he 
drinks it as well.“ (XO/Young) 
Some think the commercial is saying that Martell Cordon 
Bleu is to share with someone who knows about brandy. 
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"Experienced drinker will drink this brand .•. Not 
everyone will appreciate Martell Cordon Bleu. When 
you come across one, you will share it with 
him.“ (XO/Young) 
It is also perceived that Martell Cordon Bleu is to share 
with those who you love or you have high opinion of. 
Martell VSOP 
In this advertisement, a local television actor went to 
Martellvineyard, appreciates their fine grapes and 
then joined a celebration party for the good harvest. 
Martell VSOP is said to be good for celebrations and 
dinner parties. 
Message Comprehension 
The perceived main messages of the commercial centered on 
- it is made from quality grapes from vineyards in 
Cognac 
一 it is suitable for drinking at banquets 
"It introduces where the brandy is originated from 
what it is made of." (VSOP/Old) 
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"It tells the usage occasions of the brandy -
banquets, entertaining guests ••• It also tells the 
brewery process ••• originated in France ••• is drunk 
at great days.“ (VSOP/Young) 
Martell VSOP is perceived to have a broad appeal. 
"Ordinary people will drink Martell VSOP, like those 
going to ordinary banquets.“ 
(VSOP/Old) 
"Its users will come from all walks of life." 
(VSOP/Young) 
Likes and Dislikes 
The commercial is acceptable overall. Participants like 
it be shot in France because the brandy originates 
there. Besides, the scenery is considered beautiful. 
"I can see the vineyard in the commercial.“ 
(VSOP/Young) 
"I like it be shot in France. Most brandies are from 
France where the grapes are rich ••• It is more real 
to shoot the commercial there.“ 
(VSOP/Old) 
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A few like the commercial using familiar TV/film star as 
endorser. 
"I like it using familiar TV star as endorser .•. 
seems more relevant to us.“ (VSOP/Old) 
No major dislikes were reported. 
FOV 
In this advertisement, a Chinese man is entertaining a 
westerner who really enjoys the dessert then signs off a 
deal. The westerner did not understand why the man would 
buy an island that has lots of birds - the man explained 
it's the birds' nests he's after - that is the dessert. 
Message Comprehension 
The commercial is very well understood to communicate FOV 
as superior than other brands. Along with its 
superiority, FOV is perceived prestigious and high class. 
"The brand is superior than others.“ 
(VSOP/Young) 
"It is higher class." (VSOP/Old) 
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When asked about the user/usage imageries, participants 
readily associate FOV with successful or intelligent 
businessman as portrayed by the talent in the 
commercial. Besides, it is perceived that the brand will 
be drunk in high class restaurants or more formal/ 
serious occasions because the talents are drinking in a 
high class environment. 
"People in senior position or successful people will 
drink FOV.“ (VSOP/Old) 
"Those who dine out at famous restaurants will drink 
FOV ••• The environment in the commercial is high 
class•“ (VSOP/Young) 
Likes and Dislikes 
The commercial is generally liked by the participants. 
Participants basically find the story interesting and 
more importantly inspirational. 
"Its slogan 'superior than others' is attractive 
Everyone like to be superior than others.“ 
(VSOP/Old) 
"The slogan is memorable ••• you may be superior than 
others if you drink it.“ (VSOP/Young) 
The analogy between birds nest and FOV is also well 
received. 
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"Everyone knows birds' nest is prestigious. It is 
good idea to use birds' nest to stress FOV is high 
class." (VSOP/Old) 
Nonetheless, some criticise the brand FOV does not live 
up to such a high class standard as depicted in the 
advertisement. 
"FOV is not very expensive and high class indeed. It 
is not comparable to birds' nest.“ 
(VSOP/Young) 
"FOV is not as prestigious. The talent in the 
commercial is too rich to drink this brand.“ 
(VSOP/Old) 
Remy Martin VSOP 
The advertisement says that Los Angeles has a lot of 
pretty girls but Hong Kong has much more； friends, good 
brandy and all of which are real strengths. "Hong Kong 
has all the nice things, how could I be willing to 
leave?" Remy is the number one brandy. 
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Message Comprehension 
The main message participants can grasp from the 
commercial is that "Remy Martin VSOP is the world's best 
selling VSOP". Other than this, Remy Martin is perceived 
as a quality brandy. 
"It says it is the world's best selling VSOP.“ 
(VSOP/Old) 
"Remy Martin has real strength• It is a quality 
brandy.“ (VSOP/Young) 
In terms of user/usage imagery, participants felt from 
the commercial that Remy Martin VSOP is of mass appeal. 
This probably relates to the metropolitan, not grand 
scene shown in the commercial. Furthermore, the actors 
are like ordinary people we meet everyday. 
"Remy Martin VSOP is drunk by ordinary people • " It 
is of mass appeal young people will like it.“ 
(VSOP/Old) 
"Ordinary consumers will drink it. It says that this 
is a metropolitan city which means everybody can 
drink it.“ (VSOP/Old) 
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Likes and Dislikes 
Reactions towards the commercial are not enthusiastic. 
The commercial is mainly liked for its saying Hong Kong 
has all the good things in the world. 
"It is quite good ••. What good things other 
countries have, we have them in Hong Kong." 
(VSOP/Young) 
"It is an interesting advertisement • “ it says what 
most Hong Kong people think - Hong Kong has all the 
good things that who would like to leave." 
(VSOP/Old) 
However, the claim that Remy Martin VSOP is the world's 
best selling VSOP is not as credible among the 
participants. 
"I don't believe that it is the best selling VSOP." 
(VSOP/Old) 
Besides, it is felt that the commercial is too cluttered 
and the pace is too fast. It is also criticized that too 
little was said about the quality of the brandy. 
"The shots go too fast quite confusing.“ 
(VSOP/Young) 
"It hasn't said anything abut the quality of the 
brandy.“ (VSOP/Old) 
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Club de Remy 
In this advertisement, a woman dashes into the kitchen to 
fetch Club de Remy and ice for her man while complaining 
-although the man loves her very much, when it comes to 
Club, she will be an outsider because he will only drink 
it with men. 
Message Comprehension 
The commercial has successfully conveyed that Club de 
Remy is a brandy for men only. 
"It stresses that this is a man's drink.“ 
(VSOP/Old) 
"Judging from the advertisement, Club is drunk by men 
only. Women are not allowed to drink this brand.” 
(VSOP/Old) 
Club de Remy is felt suitable for drinking with a small 
group of close friends. This steins from the environment 
and atmosphere of the commercial itself. 
"You can see from the advertisement that the woman is 
fetching the brandy to a gang of men in the living 
room. Club is not for drinking alone nor banquets 
It is for drinking with 3-5 intimate friends.“ 
(VSOP/Young) 
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Likes and Dislikes 
Attitudes towards the commercial are negative overall. 
Participants find the commercial unconvincing because it 
confines the drinkers of this brand to men only. They 
believe women can drink the brand as well. 
"It is unreasonable to disallow the woman to drink 
this brand.“ (VSOP/Old) 
A few participants find the angry look of the woman puts 
them off while watching the commercial. 
"At the very first beginning the woman looks awfully 
angry ... I feel uncomfortable at once " • I don't 
want to continue seeing the commercial.” 
(VSOP/Old) 
On the other hand, a few participants agree to the 
commercial that it is not good to have women around when 
men are drinking together. 
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CHAPTER V 
CONCLUSION AND IMPLICATIONS 
Summary and Conclusion 
Summary 
Drinking and Purchasing Behaviour 
Accompanied and solitary brandy drinking are common among 
the participants in Hong Kong. Solitary drinking usually 
takes place at home during dinner or when one is relaxing or 
watching TV at home. Accompanied drinking ususally takes 
place in bars, pubs, lounges, nightclubs or restaurants with 
friends or clients. 
What grade or brand of brandy to drink varies with the 
situation and company one is in. A better grade or brand is 
usually drunk with friends or clients for face while a cheaper 
grade or brand will be selected when drinking alone for 
economy reasons. Peer influence is significant in accompanied 
drinking where overall preference among the group override 
individual's preferences. 
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Purchasing of small bottle is not common because the 
small bottle has an undesirable image of being like a brandy 
for alcoholics as it offers the convenience of being easily 
carried around and of being small in volume for finishing in 
one drinking session. It is asethetically not as appealing as 
a big bottle. 
Consumer Segmentation of Brandy 
Consumers basically segment the market by grade into 
three sectors - the XO's, Super VSOP's and VSOP's. The 
following groups are the most apparent: 
XO Hennessy XO 
Reiny XO 
Martell XO 
VSOP+ Martell Cordon Bleu 
FOV 
Club de Remy 
Bisquit Prestige 
Courbet XO 
VSOP Hennessy VSOP 
Remy Martin VSOP 
Martell VSOP 
Courvoisier VSOP 
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Some participants think that Martell Cordon Bleu, Courbet 
XO and Hennessy VSOP should be upgraded one rank higher. 
The grade of brandy is perceived to be positively 
correlated with the quality and price of brandy. Therefore 
the preference for different brands of brandy is by and large 
in the same order of sorting as is grade. 
Brand Personalities 
Hennessy XO is well regarded as the first and longest 
established XO which is of the best quality and is the most 
acceptable and therefore is regarded a safe brand for gifts or 
guests. 
Hennessy XO drinkers are seen as older (at least 35 years 
old) and are mature individuals. They have discernible taste 
and are loyal users who will not change brand often. They are 
also regarded as being better off businessmen or professionals 
who need to entertain clients or who frequently go to 
nightclubs or important banquets. 
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Remy XO is also regarded a high quality brand but 
inferior to Hennessy XO. It has the best liked packaging 
design as people reckon the grooves on the bottle give a 
classy image and its leather stopper is distinctive from other 
XOs. 
Remy XO drinkers are mainly regarded as people who are 
trying to be different. They are associated with young 
upstarters who are concerned about face and prestige and enjoy 
showing off. 
Martell XO is not regarded as a popular XO and is 
reckoned to be more often used for self consumption because 
its packaging is not classy. 
Martell XO is sometimes perceived to be drunk by people 
who have characters or trendy people who like to try new 
things. 
However, there is also the perception that they are 
dandies who enjoy showing off or unfriendly people who 
discriminate against people not in the same socio-economic 
class. 
Courvoisier XO is the least liked XO. Its taste is 
considered smarting to the throat. It also has an adverse rub 
off effect from Courvoisier VSOP which is reckoned to be of 
poor quality. 
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Martell Cordon Bleu is highly regarded as good value for 
money in terms of quality and price. However, its packaging 
is considered unappealing, like that of a bottle of beer. 
Martell Cordon Bleu is perceived to be usually drunk in 
large quantities by tough gangsters who cannot afford drinking 
XO but want a better quality brandy to show off. 
There is also the perception that it is drunk by yuppies 
who are active, trendy and don't have to work hard to lead a 
better than average life. Besides, some participants also 
reckon that it is drunk by better-off but not well educated 
people. 
F.O.V. is seen as a super VSOP both in terms of both 
quality and price. Its taste is considered mellow and is 
suitable for women as well. Its packaging is considered 
prestigious and classy and is presentable as gifts or for 
entertaining. 
FOV drinkers are perceived as people who know about 
brandy but not willing to spend much on it. They are also 
associated with medium sized business owners or yuppies. 
Courbet XO is considered a disappointing XO and is 
regarded as a super VSOP in terms of quality and price. A few 
participants thought that it is a copycat of FOV. 
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Courbet XO drinkers are seen as unwise people who do not 
know about brandy and are content with a so called XO brandy. 
They are associated with upstarts who want to upgrade 
themselves by drinking XO and try to be different. 
Participants have a low opinion of Bisquit Prestige 
because it tastes smarting to the throat. It is also said to 
be too sweet and its appearance looks too diluted. 
Courbet XO drinkers are seen as office workers who are 
infrequent drinkers and can't afford XO grade brandy. 
Hennessy VSOP is considered the best value for money 
VSOP. However, there is some confusion between it and 
Hennessy Cuvee Superieur. It is considered more likely to be 
drunk at home or with friends. 
Hennessy VSOP drinkers are seen as being older and mature 
and as people who care about the real strength of brandy. 
They are financially stable and with a warm family. 
Reitiv Martin VSOP, Martell VSOP and Courvoisier VSOP share 
a similar image of being for the mass market as they have 
inexpensive prices and are popularly drunk at banquets. Of 
all, Courvoisier VSOP has the least favourable image and is 
regarded as old-fashioned. Drinkers of these brandies are 
regarded as less well off people, with Courvoisier VSOP having 
an older user profile. 
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Attitudes Towards Dark Frosted and Clear Bottles 
The clear bottle is more preferred to the dark frosted 
bottle. Participants know XOs which are high quality brandies 
are using clear bottles and they have a more appealing design. 
It is generally felt that the clear bottle is more 
confidence inspiring and one can judge how good the quality of 
the brandy is from its colour. Besides, the golden yellow 
colour is reckoned to be more appealing and projects a higher 
class image than dark frosted bottle, especially in dim 
environments like nightclubs where the clear will glitter. 
Attitudes Towards Advertising 
Hennessy XO 
The intended message of Hennessy XO being the original XO 
and having greater attraction than pretty women do get across 
but reactions towards the print advertisement are not 
enthusiastic. A few think that it is too abstract and 
difficult to understand while a few think there is nothing 
said about the XO. 
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Martell Cordon Bleu 
Perceived messages of the commercial are: 
- long established brand 
- it is to share with someone who knows about brandy 
一 it is to share with those you love or have a high 
opinion of 
The advertisement is the best liked of all as it creates 
a warm and intimate atmosphere. The classic environment is 
also an appeal. Both of these elements generate an impression 
that the brandy is mellow. 
Martell VSOP 
The advertisement is understood to communicate Martell VSOP is 
• made from quality grapes from vineyards in Cognac 
. suitable for drinking at banquets 
FOV 
The intended message of FOV's being superior to others is 
clearly conveyed. 
一 7 6 _ 
Reactions towards the commercial are very positive. 
Respondents find the story interesting and more importantly, 
aspirational as they say that everyone likes to be superior to 
others. 
The analogy between the birds' nest and FOV is also very 
well received. However, a few comment that FOV does not live 
up to the high class standard as portrayed in the 
advertisement. 
Remv Martin VSOP 
Perceived main message from the advertisement is: 
- Remy Martin VSOP is the world's best selling VSOP 
- Remy Martin is a quality brandy, having real strength 
It is perceived that the advertisement targets at the 
mass market for the talents are like ordinary people we meet 
everyday and there are various Hong Kong scenes being shown. 
Reaction towards the advertisement are not enthusiastic 
but participant say it describes Hong Kong as having many good 
things. 
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Club de Remy 
There is no problem with message comprehension. However, 
attitudes towards the commercial are negative overall. 
Participants disagree that Club de Remy should be a drink for 
men only, and they find the angry looking woman in the 
advertisement disinteresting to watch, and off-putting. 
Conclusion 
The findings on various areas of this study are very 
important for marketers before they plan a specific marketing 
campaign. 
At home and outside consumption are equally important but 
people tend to drink something better when they go out. 
Therefore, promotional activities of higher grade cognac 
should concentrate more in on-premise outlets such as 
restaurants, nighclub, bar and lounges. For brands of lower 
grade, more emphasis should be placed in off-premise retail 
outlets when people buy for their home consumption. 
Consumers are found to be very conscious of the product 
segmentation apart from some brands which are more ambiguous 
in their positioning. Marketers therefore have their own 
products against competitions in terms of pricing, packaging 
and advertising. An ambiguous positioning would certainly 
affect a brand's performance in the longer term. 
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When people chose among brands, criteria such as 
popularity, safety, face, acceptance among peer group tend to 
be very important. On the contrary, there is someone who 
wants to be different from the others. Some brands are very 
successful because they have a very good product image which 
can give face to the consumer. Some has very good value for 
money and are popular among consumers. 
When we examine the preference on different types of 
glass, the clear glass is more preferred and is considered to 
be more trendy and can reflect the quality of the product 
better. This is in fact a reverse when compared to two 
decades ago when green frosted bottles were considered to be a 
premium packaging. This proves consumers' taste is changing 
and can be affected by the marketing efforts. As a matter of 
fact, more and more brands have moved back to clear glass 
bottles in order to remain close to the trend. 
On the whole, messages in the advertisings were quite 
well received. Certain attributes are found to be quite 
important: 
1) History of the brand. 
2) Quality of the product. 
3) Atmosphere of the commercial. 
4) Consumer's aspiration. 
5) Whether the message is convincing or not. 
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Implications 
This study was undertaken to give a brief overview on the 
cognac market of Hong Kong through interviewing twenty regular 
cognac drinkers. There were no revolutionary results and 
methodology was not designed to meet rigid statistical 
standards required for pure academic or scientific purpose. 
However, the study did manage to give information on 
consumers‘ perception on various issues. Consumers were found 
to be quite knowledgeable on brands classification which 
implies that the cognac market is a mature and developed 
market. Any new introduction has to follow the market 
segmentation otherwise ambiguity will arise. 
As peer influence is significant in accompanied drinkings 
a brand must be acceptable to most of the group. Therefore, 
the brand personality become very important, it must be very 
popular, sociable and warm. Packaging is also very important 
as this affects the image and perceived value of the 
products. Consumers now tend to prefer clear bottle rather 
than green frosted bottles which implies that market leaders 
such as Martell VSOP has to consider whether to change its 
packaging or not. 
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Smaller bottles are not considered very positively, 
therefore, marketers can concentrate on promoting normal 
bottles. For advertising, we can see that a clear and simple 
message is most easily recognised by consumers and the 
atmosphere is very important. Consumers prefer a warm and 
intricate atmosphere and some realistic message within the 
commercials. On the whole, the brands which we included in 
the study managed to create their own image in consumers mind 
leaving behind whether they are successful or not. There has 
been little overlapping in terms of individual product image 
which indicates that consumers are quite capable of 
recognising brands and there seems to be more rooms for other 
brands. 
Dimensions for Future Research 
To compensate for the limitations on this study, the 
following measures could be taken. 
1. A larger sample size 
The size of the sample in this study was limited 
to twenty because of time/organisational 
constraints. An enlarged sample should improve both 
the accuracy and coverage. For example, we may take 
in some females or extending the range of age. 
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2• An independent quantitative survey 
A quantitative survey of a particular sample 
should be able to reinforce the findings in this 
study by looking at the following variables. 
1) drinkers' profile for different segments 
2) importance of brand image and attributes 
3) brand choice criteria 
This particular piece of research can be undertaken as a 
continuation of the current study to provide some results in a 
more scientific manner. 
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APPENDIX 1 
QUALITATIVE RESEARCH OF COGNAC MARKET 
INTERVIEW GUIDE 
I. INTRODUCTION 
- Thank respondent for participating 
一 Explain purpose of interview 
- Emphasize the academic nature of the study and 
assure confidentiality 
1. Would you please tell how old are you? 




50 and over END INTERVIEW 5 
2. How often do you drink VSOP brandy? 
More than once a week 1 
Once a week 2 
Once every 2 weeks 3 
Once a month 4 
Less than once a month END INTERVIEW 5 
11 DRINKING/PURCHASING BEHAVIOUR 
- W h a t brands of brandy do you usually drink? 
For favourite brand mentioned 
- H o w often do you drink ？ 
一 When/on what occasion? 
- Where? 
- Alone? With others? 
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- Convenience (small bottle) 
- Show respect 
- etc 
一 What other brands do you drink? 
Whether ever buy small bottles or not? 
EVER BUY SMALL BOTTLE 
- Why small bottle? 
- Usage occasions? 
NEVER BUY SMALL BOTTLE 
- Why not buy? 
一 Perceived purchaser of small bottle? 
- Perceived usage occasion? 
��� BRAND SORTING 
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Martell Cordon Bleu 
Martell XO 
Remy Martin VSOP 
Club de Remy 
Remy Martin XO 
- Request him to sort the photos into groups so that 
those are seen to be similar are put together 
Sortincf by Grade 
- If the respondent has not sorted the bottles by 
grade, ask him to sort them in such a way and 
explain his sorting 
IV PRICING 
- Request the respondent to sort the bottles in order 
of perceived price into three different groups, ie. 
premium priced, medium priced and low priced 
- Ask him 
一 Perceived price range of each group 
一 Why preferred brands fall into same/different 
categories? 
一 Why not other brands in the same price category? 
V PACKAGING 
- Show respondent dark frosted and clear bottles to 
check 
- likes/dislikes 
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VI ADVERTISING 
一 Show six brands commercials 








- Do you like the advertising? 
一 Do you feel the claims in the commercials are true? 
Thank respondent for his co-operation. 
End of interview 
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